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 Penelitian ini bertujuan untuk mengetahui pengaruh ekuitas merek terhadap 
keputusan pembelian Sirup Dewa Burung di Kabupaten Rembang. Dimana 
diajukan empat variable bebas dan satu variable terikat, yaitu kesadaran merek, 
asosiasi merek, persepsi kualitas dan loyalitas merek sebagai variable bebas dan 
keputusan pembelian sebagai variable terikat. 
 Penelitian ini dilakukan dengan metode survey terhadap konsumen sirup 
Dewa Burung di Kabupaten Rembang dan analisis dengan regresi. Tahap pertama 
menguji validitas dan reliabilitas pertanyaan setiap variable. Tahap kedua, 
meregresi kesadaran merek, asosiasi merek, persepsi kualitas, loyalitas merek 
terhadap keputusan pembelian. 
Hasil penelitian menunjukkan bahwa variable kesadaran merek, asosiasi 
merek, persepsi kualitas, loyalitas merek berpengaruh positif signifikan terhadap 
keputusan pembelian. Untuk meningkatkan keputusan pembelian sirup Dwea 
Burung, pengusaha diharapkan mempertahankan kualitas dan ciri khas sirup 
Dewa Burung serta meningkatkan promosi sehingga sirup merek Dewa Burung 
dapat lebih dikenal di masyarakat. 
Kata Kunci: kesadaran merek, asosiasi merek, persepsi kualitas, loyalitas merek 
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ECONOMICS FACULTY OF MANAGEMENT STUDIES PROGRAM 
 
This study aims to determine the effect of brand equity on purchase 
decisions Sirup Dewa Burung in Kabupaten Rembang. Where submitted four 
independent variables and a dependent variable are brand awareness, brand 
association, perceived quality and brand loyalty as an independent variable and 
purchasing decision as a dependent variable. 
This research using survey method to consumer of Sirup Dewa Burung 
and analyzed with regression. The first phase of testing the validity and reliability 
questions each variable. The second phase of regression brand awareness, brand 
association, perceived quality and brand loyalty on the purchasing decision. 
The result showed the variable of brand awareness, brand association, 
perceived quality and brand loyalty significant positive effect on purchasing 
decision. To improve purchasing decision sirup Dewa Burung, employers are 
expected to maintain the quality and characteristics of sirup Dewa Burung and 
increase promotion so the brand of sirup Dewa Burung will be better known in the 
community. 
Koywords: brand awareness, brand association, perceived quality and brand 







   
 Halaman 
HALAMAN JUDUL ...................................................................................  i 
HALAMAN PERSETUJUAN ...................................................................  ii 
MOTTO DAN PERSEMBAHAN ..............................................................  iii 
KATA PENGANTAR .................................................................................  iv 
ABSTRAKSI ................................................................................................  vi 
DAFTAR ISI ................................................................................................  viii 
DAFTAR TABEL .......................................................................................  x 
DAFTAR GAMBAR ...................................................................................  xi 
 
BAB I  PENDAHULUAN ...........................................................................  1 
1.1 Latar Belakang Masalah ............................................................    1 
1.2 Ruang Lingkup ..........................................................................  4  
1.3 Rumusan Masalah  .................................................................... 4  
1.4 Tujuan Penelitian ...................................................................... 5 
1.5 Manfaat Penelitian  ................................................................... 6 
BAB II  TINJAUAN PUSTAKA ..................................................................  7 
2.1 .......................................................................................... Konse
p Ekuitas Merek ........................................................................ 7 
2.2 .......................................................................................... Konse
p Kesadaran Merek ................................................................... 8  
2.3 .......................................................................................... Konse






p Persepsi Kualitas .................................................................... 12 
2.5 .......................................................................................... Konse
p Loyalitas Merek ..................................................................... 14 
2.6 .......................................................................................... Konse
p Keputusan Pembelian ............................................................. 15 
2.7 .......................................................................................... Pengar
uh antar Variabel ....................................................................... 17 
2.8 .......................................................................................... Tinjau
an Penelitian Terdahulu............................................................. 18 
2.9 .......................................................................................... Kerang
ka Pemikiran Teoritis ................................................................ 20 
2.10 ........................................................................................ Hipote
sis .............................................................................................. 21 
BAB III METODE PENELITIAN................................................................  22 
3.1 .......................................................................................... Ranca
ngan Penelitian .............................................................. ………  22 
3.2 .......................................................................................... Variab
el Penelitian dan Definisi Operasional  .....................................  23 
3.3 .......................................................................................... Jenis 
dan Sumber Data. ......................................................................  25 
3.4 .......................................................................................... Penent






e Pengumpulan Data.................................................................. 28 
3.6 .......................................................................................... Penguj
ian Instrumen ............................................................................. 28 
3.7 .......................................................................................... Pengol
ahan Data ................................................................................... 29 
3.8 .......................................................................................... Metod
e Analisis Data .......................................................................... 31 
BAB IV HASIL DAN PEMBAHASAN ......................................................  35 
4.1 Profil Objek Penelitian  ................................................. ……… 35  
4.2 Data Identitas Responden. ......................................................... 37 
4.3 Uji Instrumen. ........................................................................... 39 
4.4 Data Variabel. ...........................................................................  42 
4.5 Analisis Data. ............................................................................  46 
4.6 Pembahasan ...............................................................................  57 
BAB V  KESIMPULAN DAN SARAN .......................................................  61 
5.1  ............................................................................... Kesimpulan   
61 










Tabel                 Halaman 
2.1   Tinjauan Penelitian Terdahulu ................................................ ………  18  
3.1 Definisi Operasional Variabel ..............................................................  24 
4.1  Identitas Responden Berdasarkan Umur .......................................... … 37 
4.2 Identitas Responden Berdasarkan Jenis Kelamin ................................. 38 
4.3  Identitas Responden Berdasarkan Status Perkawinan.................. …… 38  
4.4  Identitas Responden Berdasarkan Pendidikan ..................................... 39 
4.5  Hasil pengujian Validitas ......................................................................  40 
4.6  Hasil pengujian Reliabilitas ..................................................................  42 
4.7  Frekuensi Variabel Kesadaran Merek ..................................................  43 
4.8  Frekuensi Variabel Asosiasi Merek ......................................................  43 
4.9  Frekuensi Variabel Persepsi Kualitas ...................................................  44 
4.10  Frekuensi Variabel Loyalitas Merek ....................................................  45 
4.11  Frekuensi Variabel Keputusan Pembelian ............................................  46 
4.12  Hasil Analisis Regresi...........................................................................  47 
4.13  Hasil Analisis Parsial (dengan signifikansi α=5% uji satu sisi) ...........  49 
4.14  Hasil Pengujian Berganda (dengan signifikansi α=5%) .......................  54 









    
Gambar               Halaman 
2.1 Paramida Brand Awareness .....................................................................  9 
2.2 Kerangka Pemikiran Teoritis  ..................................................................    21 
 
 
 
 
 
 
 
